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摘  要 
 
摘  要 
近年来，电子商务迅速的发展带动了整个快递行业的高速发展，快递行业
50%以上业务收入来自电子商务。为适应客户需求变化、市场竞争加剧以及电子














































In recent years, the rapid development of e-commerce led to the rapid 
development of the Express industry, and over 50% of revenue of Express industry 
came from e-commerce. In order to meet the macroeconomic environment of 
customer demands, market competition and e-commerce economy, in August 2012, 
China Post opened the domestic parcel post which integrated the existing resource and 
its own advantage to provide the delivery service of the low weight and small items to 
the e-commerce customers. However, under the fierce market competition, the 
domestic parcel post didn’t have absolute advantage in terms of price and delivery 
time limit. There are still some problems in the market approbation and internal 
support. 
In order to know the status quo of e-commerce express market, and analyze 
consumer behavior for a better development of the domestic parcel post, this paper 
used theoretical analysis and empirical research approach to find out the strengths, 
weaknesses and problems of the domestic parcel post. In accordance with the relevant 
theories and methods of consumer behavior, market research, and combined with the 
inherent characteristics of the domestic parcel post, the paper designed the online 
survey questionnaire. It also adopted descriptive analysis, cross-over analysis and 
correlation analysis by using SPSS software, in order to analyze consumer behavior 
and market demands of e-commerce express services. 
Based on the theoretical analysis and data analysis and combined with theoretical 
knowledge of consumer behavior and marketing，the paper made the marketing 
strategy of the domestic parcel post for China Post Group Co., Ltd. The marketing 
strategy included the following five aspects. Firstly, from the perspective of fulfilling 
customers’ needs，China Post should optimize the product design, strength delivery 
time management and establish claims mechanism. Secondly, from the perspective of 
customer convenience, China Post should optimize collection and delivery channels, 
and improve after sell service. Thirdly, from the perspective of customer 
communication, China Post should increase business promotion efforts, strengthen 
customer communication and improve customer experience, build evaluation 















customer’s willingness to pay, China Post should improve price management 
mechanism, implement differentiated prices, and utilize the advantage of continuous 
weight. Lastly, from the perspevtive of centralizing management and control, China 
Post must strengthen quality control and improve operational support. 
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第一章  绪论 
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第一节  研究背景 
根据中国电子商务研究中心发布的《2013 年度中国网络零售市场数据监测
报告》显示，2013 年中国网络零售市场交易规模达 18851 亿元，同比增长 42.8%，
占社会消费品零售总额的 8.04%，仅 2013 年 11 月 11 日全天，天猫与淘宝的总
成交额达 350 亿元。到 2013 年 12 月底，国内 B2C、C2C 与其它电商模式企业数
已达 29303 家，同比增长 17.8%，预计 2014 年达到 34314 家；中国网购的用户












邮政产品的服务品质，满足市场需求，2012 年 8 月中国邮政集团公司整合邮政
                                                  
① 国家邮政局. 2013年邮政行业运行情况 [EB/01]. 
http://www.spb.gov.cn/dtxx_15079/201401/t20140115_274540.html,2014-01-15. 
② 
中国电子商务研究中心. 2013 年度中国网络零售市场数据监测报告 [EB/01]. 
http://www.100ec.cn/zt/upload_data/down/20140304.pdf,2014.3.4. 
③



















第二节  研究目的与方法 



















    二、研究方法 
本文按照提出问题、分析问题、解决问题的逻辑进行论述，在阅读大量文献
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